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CHAPTER I 

INTRODUCTION 

1.1 Introduction to Organic Food Products 

Organic food products are agricultural and processed food items produced without the use of synthetic 

fertilizers, pesticides, genetically modified organisms, antibiotics, or artificial chemicals. These products are 

manufactured using natural farming methods that help maintain ecological balance and improve soil fertility. 

In recent years, consumer awareness regarding health, nutrition, and environmental sustainability has 

increased significantly. As a result, the demand for organic food products has grown rapidly across the world. 

Organic food manufacturing has become an important segment in the food processing industry. 

The manufacturing of organic food products involves several stages including procurement of organic raw 

materials, processing, packaging, storage, quality control, and distribution. Organic food manufacturers focus 

on maintaining high nutritional value and complying with organic certification standards. 

India has emerged as one of the leading producers of organic food due to favorable climatic conditions and 

increasing government support. Products such as organic grains, pulses, fruits, vegetables, spices, tea, dairy 

products, and packaged foods are widely manufactured and exported. 

The organic food industry contributes to sustainable development by reducing environmental pollution, 

conserving biodiversity, and promoting healthy lifestyles. 
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1.2 Meaning of Organic Food Manufacturing 

Organic food manufacturing refers to the process of producing food items using organically grown raw 

materials and natural production techniques without the use of harmful chemicals or preservatives. 

The process includes: 

● Selection of organic raw materials  

● Cleaning and grading  

● Natural processing methods  

● Hygienic packaging  

● Organic certification  

● Distribution and marketing  

1.3 Features of Organic Food Products 

● Free from chemical pesticides  

● No artificial preservatives  

● Eco-friendly production process  

● Higher nutritional value  

● Better taste and freshness  

● Environmentally sustainable  

● Certified organic standards  

● Health-oriented products  

1.4 Importance of Organic Food Manufacturing 

Organic food manufacturing is important because it: 

● Promotes healthy eating habits  

● Reduces environmental pollution  

● Supports sustainable agriculture  

● Increases employment opportunities  

● Improves farmers’ income  

● Enhances export opportunities  

● Conserves natural resources  
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The growing demand for healthy and safe food products has increased the significance of organic food 

manufacturing worldwide. 

1.5 Growth of Organic Food Industry in India 

● India is among the top organic producers in the world. Government initiatives such as: 

● Paramparagat Krishi Vikas Yojana (PKVY)  

● National Programme for Organic Production (NPOP)  

● Organic certification schemes  

have encouraged organic farming and manufacturing. 

● The Indian organic food market is expanding rapidly due to: 

● Increasing health consciousness  

● Rising disposable income  

● Urbanization  

● Growth of e-commerce platforms  

● Major organic brands in India include: 

● Organic India  

● 24 Mantra Organic  

● Natureland Organics  

● Conscious Food  

1.6 Statement of the Problem 

Despite increasing demand for organic food products, manufacturers face several challenges such as: 

● High production cost  

● Lack of consumer awareness  

● Certification complexity  

● Supply chain issues  

● Limited availability of raw materials  

● High competition  

● Short shelf life  
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1.7 Objectives of the Study 

1. To study the manufacturing process of organic food products.  

2. To analyze the growth of the organic food industry.  

3. To identify challenges faced by organic food manufacturers.  

4. To study consumer awareness regarding organic products.  

5. To examine opportunities in the organic food market.  

1.8 Scope of the Study 

The study focuses on the manufacturing of organic food products in India. It covers: 

● Organic food processing methods  

● Manufacturing practices  

● Consumer preferences  

● Market growth  

● Challenges and opportunities  

1.9 Significance of the Study 

The study is useful for: 

● Organic food manufacturers  

● Researchers and students  

● Farmers  

● Consumers  

● Government agencies  

It helps understand the importance and future potential of the organic food manufacturing industry. 

1.10 Hypothesis of the Study 

H0: There is no significant relationship between consumer awareness and demand for organic food 

products. 

H1: There is a significant relationship between consumer awareness and demand for organic food 

products. 
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1.11 Limitations of the Study 

1. The study is limited to selected respondents only.  

2. Time constraints affected data collection.  

3. Responses may contain personal bias.  

4. Limited availability of secondary data.  

 

CHAPTER II 

REVIEW OF LITERATURE 

2.1 Introduction 

Review of literature is an important part of any research study. It refers to the systematic study and analysis 

of previous research work, books, journals, articles, reports, and published information related to the research 

topic. The review of literature helps the researcher to understand the existing knowledge, identify research 

gaps, and provide a theoretical base for the current study. 

In the present study, various research papers, journals, articles, and reports related to organic food products 

and their manufacturing processes have been reviewed. These studies provide valuable insights regarding 

consumer awareness, manufacturing practices, market growth, challenges, opportunities, and sustainability 

associated with organic food products. 

The literature review also helps in understanding the current market trends and the importance of organic food 

manufacturing in India and across the world. 

2.2 Research Gap 

From the review of previous studies, it is observed that most researchers have focused on consumer awareness, 

buying behavior, and environmental benefits of organic food products. However, limited studies have been 

conducted specifically on the manufacturing process, operational challenges, production practices, and growth 

opportunities in organic food manufacturing. 

Therefore, the present study aims to analyze the manufacturing aspects of organic food products along with 

the challenges and opportunities faced by manufacturers. 
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2.3 Review Of Literature :- 

 

 

Sr. 

No

. 

Author & 

Year 
Title of the Study Objectives of the Study Findings of the Study 

1 
Smith 

(2020) 

Consumer Preference 

Towards Organic Food 

To study consumer 

awareness and preference 

for organic food products 

Health awareness 

significantly influences 

organic food purchasing 

decisions. 

2 
Kumar & 

Patil (2021) 

Growth of Organic 

Food Industry in India 

To analyze the growth 

and market potential of 

organic food products 

Organic food market in India 

is growing rapidly due to 

increasing health 

consciousness. 

3 
Sharma 

(2021) 

Challenges in Organic 

Food Manufacturing 

To identify challenges 

faced by organic food 

manufacturers 

High production cost and 

certification issues are major 

challenges. 

4 Joshi (2023) 

Organic Food and 

Environmental 

Sustainability 

To examine the 

environmental impact of 

organic food production 

Organic farming helps 

maintain ecological balance 

and soil fertility. 

5 

Patel & 

Mehta 

(2022) 

Consumer Buying 

Behaviour for Organic 

Products 

To study factors 

affecting consumer 

buying behaviour 

Quality, health benefits, and 

chemical-free products 

influence purchasing 

decisions. 

6 
Verma 

(2020) 

Marketing Strategies for 

Organic Food Products 

To study marketing 

practices adopted by 

organic food companies 

Effective branding and 

promotional activities 

increase organic product 

sales. 

7 
Singh & Rao 

(2021) 

Supply Chain 

Management in Organic 

Food Industry 

To analyze supply chain 

issues in organic food 

manufacturing 

Lack of proper distribution 

channels affects product 

availability. 

8 
Gupta 

(2022) 

Organic Food 

Certification and 

Quality Standards 

To study the importance 

of certification in organic 

products 

Organic certification 

improves consumer trust and 

product reliability. 

9 
Deshmukh 

(2023) 

Opportunities in 

Organic Food 

Manufacturing 

To identify business 

opportunities in the 

organic food sector 

Increasing urban demand 

creates strong opportunities 

for manufacturers. 

10 

Organic 

Trade 

Association 

(2022) 

Global Organic Food 

Market Analysis 

To analyze global trends 

in organic food 

consumption 

Global organic food demand 

is increasing due to changing 

lifestyle and health awarene 
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CHAPTER III 

PROBLEM STATEMENT &  

RESEARCH HYPOTHESIS 

 

2.1 Introduction 

The organic food industry has emerged as one of the fastest-growing sectors in the food manufacturing 

industry due to increasing awareness regarding health, nutrition, and environmental sustainability. Consumers 

are becoming more conscious about the harmful effects of chemical fertilizers, pesticides, and processed food 

products. As a result, the demand for organic food products is increasing rapidly in both domestic and 

international markets. 

Organic food manufacturing involves the production and processing of food products using natural methods 

without the use of harmful chemicals and synthetic substances. Organic food products are considered 

healthier, safer, and environmentally friendly compared to conventional food products. 

Despite the growing demand and market opportunities, the organic food manufacturing industry faces several 

operational, financial, and marketing challenges. Therefore, there is a need to study the problems associated 

with organic food manufacturing and understand the relationship between consumer awareness and demand 

for organic food products. 

2.2 Problem Statement 

Organic food products are gaining popularity because of increasing consumer awareness regarding health and 

environmental protection. Consumers are gradually shifting toward chemical-free and naturally produced food 

products. However, the organic food manufacturing industry still faces many difficulties that affect its growth 

and development. 

One of the major problems faced by organic food manufacturers is the high cost of production. Organic 

farming and manufacturing require natural fertilizers, special processing methods, organic certification, and 

better storage facilities, which increase overall production expenses. As a result, organic food products are 

more expensive than conventional food products. 

Another major issue is the lack of awareness among consumers regarding the benefits of organic food 

products. Many consumers are aware of organic products but do not purchase them regularly because of high 

prices, limited availability, and lack of trust regarding product authenticity. 

Manufacturers also face problems related to certification procedures, distribution systems, supply chain 

management, and market competition. Limited government support and inadequate promotional activities 

further affect the growth of the organic food industry. 



© 2026 IJRAR May 2026, Volume 13, Issue 2                       www.ijrar.org (E-ISSN 2348-1269, P- ISSN 2349-5138)       

IJRARTH00386 International Journal of Research and Analytical Reviews (IJRAR) www.ijrar.org 803 
 

Therefore, the present study aims to examine consumer awareness, purchasing behavior, manufacturing 

challenges, and future growth opportunities related to organic food products. 

2.3 Need of the Study 

The study is important because organic food manufacturing is becoming increasingly significant in today’s 

health-conscious and environmentally aware society. The study helps in understanding consumer attitudes, 

manufacturing problems, and market opportunities related to organic food products. 

The study is useful for: 

● Organic food manufacturers  

● Consumers  

● Retailers and marketers  

● Researchers and academicians  

● Government agencies  

The research also helps in identifying measures that can improve the growth and development of the organic 

food manufacturing industry. 

2.4 Research Hypothesis 

A hypothesis is a tentative assumption or prediction that can be tested through statistical analysis. It provides 

direction to the research study and helps in analyzing the relationship between variables. 

For the present study, the following hypotheses have been formulated: 

Null Hypothesis (H₀) 

There is no significant relationship between consumer awareness and demand for organic food products. 

Alternative Hypothesis (H₁) 

There is a significant relationship between consumer awareness and demand for organic food products. 

2.5 Conclusion 

The organic food manufacturing industry is growing rapidly due to increasing consumer awareness regarding 

health and environmental sustainability. However, several challenges such as high production costs, 

certification issues, lack of awareness, and supply chain problems continue to affect the industry. 
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The problem statement and research hypothesis provide a clear direction for the present study and help in 

analyzing the relationship between consumer awareness and demand for organic food products. 

 

CHAPTER IV 

RESEARCH METHODOLOGY 

4.1 Introduction 

Research methodology refers to the systematic process used for collecting, analyzing, and interpreting data in 

order to achieve the objectives of the study. It provides a proper framework for conducting research 

scientifically and logically. 

The present study entitled “A Study on Manufacturing Organic Food Products” aims to understand the 

manufacturing process, consumer awareness, challenges, opportunities, and growth of the organic food 

industry. This chapter explains the research design, sources of data, sampling methods, data collection tools, 

and analytical techniques used for the study. 

4.2 Meaning of Research Methodology 

Research methodology is a scientific approach used to identify, select, process, and analyze information 

related to a research problem. It helps the researcher to conduct the study systematically and obtain accurate 

results. 

Research methodology includes: 

● Research design  

● Data collection methods  

● Sampling techniques  

● Data analysis tools  

● Interpretation of findings  

4.3 Research Design 

Research design is the overall framework used for conducting the study. It acts as a blueprint for data 

collection and analysis. 

For the present study, the researcher has used a Descriptive Research Design because it helps in describing 

the characteristics, opinions, awareness, and behavior of consumers regarding organic food products. 
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The descriptive research design is suitable for: 

● Understanding consumer preferences  

● Identifying manufacturing challenges  

● Studying market trends  

● Analyzing opportunities in the organic food sector  

4.4 Objectives of the Study 

The objectives of the present study are as follows: 

1. To study the manufacturing process of organic food products.  

2. To analyze consumer awareness regarding organic food products.  

3. To identify challenges faced by organic food manufacturers.  

4. To examine the growth and opportunities in the organic food industry.  

5. To study factors influencing consumer purchasing decisions for organic food products.  

4.5 Hypothesis of the Study 

The following hypothesis has been framed for the study: 

Null Hypothesis (H0): 

There is no significant relationship between consumer awareness and demand for organic food products. 

Alternative Hypothesis (H1): 

There is a significant relationship between consumer awareness and demand for organic food products. 

4.6 Sources of Data 

The study is based on both primary and secondary data. 

4.6.1 Primary Data 

Primary data refers to original data collected directly from respondents for the specific purpose of the study. 

The primary data for this study was collected through: 

● Structured questionnaires  

● Personal interaction with respondents  

● Surveys  
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The respondents included: 

● Consumers of organic food products  

● Organic food retailers  

● Organic product manufacturers  

 

4.6.2 Secondary Data 

Secondary data refers to data already collected and published by others. 

Secondary data for the study was collected from: 

● Books  

● Research journals  

● Websites  

● Government reports  

● Newspapers  

● Articles related to organic food products  

Some important sources include: 

● APEDA Reports  

● Organic India Reports  

● Research publications on organic food manufacturing  

4.7 Sampling Method 

Sampling is the process of selecting a limited number of respondents from a large population. 

For the present study, the researcher used the Convenience Sampling Method. Under this method, 

respondents were selected based on convenience and availability. 

This method was chosen because: 

● It saves time  

● It is economical  

● Respondents were easily accessible  
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4.8 Sample Size 

Sample size refers to the total number of respondents selected for the study. 

For this research project, the sample size consists of: 

Total Respondents = 150 

The respondents include: 

● Consumers  

● Retailers  

● Organic food product users  

4.9 Area of the Study 

The study was conducted in selected urban and semi-urban areas where organic food products are available 

and consumed. 

The research mainly focuses on: 

● Organic food stores  

● Supermarkets  

● Local consumers  

● Organic product manufacturers  

4.10 Data Collection Instrument 

The researcher used a Structured Questionnaire as the main instrument for collecting primary data. 

The questionnaire contained: 

● Demographic questions  

● Multiple-choice questions  

● Opinion-based questions  

The questionnaire was prepared to collect information regarding: 

● Awareness of organic food products  

● Consumer preferences  

● Purchase frequency  
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● Satisfaction level  

● Challenges in manufacturing organic food products  

4.11 Methods of Data Analysis 

The collected data was classified, tabulated, analyzed, and interpreted using simple statistical tools. 

The following methods were used for analysis: 

1. Percentage Method  

2. Tabular Presentation  

3. Graphical Representation  

4. Pie Charts and Bar Charts  

5. Chi-Square Test (if applicable)  

These tools helped in simplifying and interpreting the collected data effectively. 

4.12 Scope of the Study 

The scope of the study includes: 

● Manufacturing process of organic food products  

● Consumer awareness and preferences  

● Market growth and opportunities  

● Challenges faced by manufacturers  

● Future potential of the organic food industry  

The study is limited to selected respondents and specific geographical areas. 

4.13 Limitations of the Study 

Every research study has certain limitations. The limitations of the present study are as follows: 

1. The study is limited to selected respondents only.  

2. Time available for research was limited.  

3. Some respondents may not have provided accurate information.  

4. The study focuses only on selected organic food products.  

5. Limited availability of secondary data related to manufacturing practices.  
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4.14 Significance of the Study 

The present study is important because: 

● It helps understand the organic food manufacturing process.  

● It identifies major challenges faced by manufacturers.  

● It provides insights into consumer behavior and awareness.  

● It helps businesses understand market opportunities.  

● It contributes to future research in the organic food industry. 

DATA COLLECTION AND ANALYSIS 

Q1. Age Group 

 

 

 

 

 

 

Table 4.1 Age Group Distribution 

 

 

 

 

 

 

 

 

 

Figure 4.1 Age Group Distribution 

Interpretation: 

The majority of respondents (34.67%) belong to the age group of 21–30 years, followed by 25.33% 

respondents from the 31–40 years category. This indicates that young and middle-aged consumers are more 

aware and interested in organic food products. 

Age Group Respondents Percentage 

21–30 Years 52 34.67% 

31–40 Years 38 25.33% 

41–50 Years 23 15.33% 

Above 50 Years 19 12.67% 

Below 20 Years 18 12.00% 

Total 150 100% 
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Q2. Gender 

 

 

 

 

 

Table 4.2 Gender Classification 

 

 

 

 

 

 

 

 

 

 

Figure 4.2 Gender Classification 

Interpretation: 

The table shows that 56% of respondents are male and 44% are female. This indicates that male respondents 

participated more actively in the survey related to organic food products. 

Q3. Educational Qualification 

 

 

 

 

 

 

Table 4.3 Educational Qualification 

 

 

Gender Respondents Percentage 

Male 84 56.00% 

Female 66 44.00% 

Total 150 100% 

Qualification Respondents Percentage 

Graduate 73 48.67% 

Post Graduate 41 27.33% 

HSC 21 14.00% 

Others 15 10.00% 

Total 150 100% 
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Figure 4.3 Educational Qualification 

Interpretation: 

The majority of respondents (48.67%) are graduates, while 27.33% are postgraduates. This indicates that 

educated consumers have greater awareness regarding organic food products and healthy eating habits. 

Q4. Occupation 

Occupation Respondents Percentage 

Homemaker 37 24.67% 

Student 31 20.67% 

Others 30 20.00% 

Service 28 18.67% 

Business 24 16.00% 

Total 150 100% 

 

Table 4.4 Occupation Details 
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Figure 4.4 Occupation Details 

Interpretation: 

The table indicates that homemakers represent the largest group of respondents (24.67%), followed by 

students (20.67%). This shows that homemakers are more concerned about food quality and health-related 

products. 

Q5. Monthly Income 

Monthly Income Respondents Percentage 

₹20,001–₹40,000 41 27.33% 

₹40,001–₹60,000 40 26.67% 

Below ₹20,000 36 24.00% 

Above ₹60,000 33 22.00% 

Total 150 100% 

 

Table 4.5 Monthly Income Analysis 
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Figure 4.5 Monthly Income Analysis 

Interpretation: 

Most respondents (27.33%) belong to the monthly income group of ₹20,001–₹40,000, followed closely by 

respondents earning ₹40,001–₹60,000. This suggests that middle-income consumers are more likely to 

purchase organic food products. 

Q6. Are you aware of organic food products? 

 

 

 

 

 

Table 4.6 Consumer Awareness 

 

 

 

 

 

 

 

 

 

Figure 4.6 Consumer Awareness 

Response Respondents Percentage 

Yes 119 79.33% 

No 31 20.67% 

Total 150 100% 
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Interpretation: 

The majority of respondents (79.33%) are aware of organic food products, while only 20.67% are unaware. 

This indicates increasing awareness and popularity of organic food products among consumers. 

 

Q7. How often do you purchase organic food products? 

Purchase Frequency Respondents Percentage 

Occasionally 63 42.00% 

Regularly 47 31.33% 

Rarely 28 18.67% 

Never 12 8.00% 

Total 150 100% 

 

Table 4.7 Purchase Frequency 

 

 

 

 

 

 

 

 

 

Figure 4.7 Purchase Frequency 

 

Interpretation: 

The table shows that 42% of respondents purchase organic food products occasionally, while 31.33% 

purchase them regularly. This indicates that consumers are gradually adopting organic food products in their 

daily lives. 
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Q8. Which type of organic food products do you prefer the most? 

Product Type Respondents Percentage 

Fruits and Vegetables 53 35.33% 

Grains and Pulses 41 27.33% 

Dairy Products 27 18.00% 

Packaged Organic Foods 19 12.67% 

Others 10 6.67% 

Total 150 100% 

 

Table 4.8 Product Preference 

 

 

 

 

 

 

 

 

 

Figure 4.8 Product Preference 

Interpretation: 

The majority of respondents (35.33%) prefer organic fruits and vegetables, followed by grains and pulses 

(27.33%). This shows that consumers mainly prefer fresh and naturally grown food products. 

Q9. What is the main reason for purchasing organic food products? 

Reason Respondents Percentage 

Health Benefits 67 44.67% 

Better Quality 45 30.00% 

Environmental Concern 18 12.00% 

Trend and Lifestyle 14 9.33% 

Others 6 4.00% 

Total 150 100% 

 

Table 4.9 Purchase Reasons 
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Figure 4.9 Purchase Reasons 

Interpretation: 

Most respondents (44.67%) purchase organic food products because of health benefits, while 30% prefer 

them due to better quality. This indicates that health consciousness is the major factor influencing consumer 

purchasing behavior. 

Q10. From where do you get information about organic food products? 

Source Respondents Percentage 

Television 37 24.67% 

Others 34 22.67% 

Newspapers/Magazines 29 19.33% 

Social Media 25 16.67% 

Friends and Family 25 16.67% 

Total 150 100% 

Table 4.10 Information Sources 

 

 

 

 

 

 

 

 

 

Figure 4.10 Information Sources 



© 2026 IJRAR May 2026, Volume 13, Issue 2                       www.ijrar.org (E-ISSN 2348-1269, P- ISSN 2349-5138)       

IJRARTH00386 International Journal of Research and Analytical Reviews (IJRAR) www.ijrar.org 817 
 

Interpretation: 

Television is the major source of information for respondents (24.67%), followed by newspapers and 

magazines. This indicates that media plays an important role in creating awareness about organic food 

products. 

Q11. Are organic food products healthier than regular food products? 

Opinion Respondents Percentage 

Strongly Agree 35 23.33% 

Disagree 35 23.33% 

Neutral 33 22.00% 

Strongly Disagree 24 16.00% 

Agree 23 15.33% 

Total 150 100% 

 

Table 4.11 Health Opinion 

 

 

 

 

 

 

 

 

 

 

Figure 4.11 Health Opinion 

Interpretation: 

A significant number of respondents believe that organic food products are healthier than regular food 

products. This reflects positive consumer perception regarding the nutritional and health benefits of organic 

foods. 
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Q12. Are you satisfied with the quality of organic food products? 

Satisfaction Level Respondents Percentage 

Highly Dissatisfied 38 25.33% 

Satisfied 31 20.67% 

Dissatisfied 31 20.67% 

Highly Satisfied 26 17.33% 

Neutral 24 16.00% 

Total 150 100% 

 

Table 4.12 Satisfaction Level 

 

 

 

 

 

 

 

 

 

Figure 4.12 Satisfaction Level 

Interpretation: 

The responses regarding satisfaction levels are mixed, with many respondents being satisfied while some are 

dissatisfied. This indicates varying consumer experiences regarding quality, availability, and pricing of 

organic food products. 

Q13. Do you think organic food products are expensive? 

Opinion Respondents Percentage 

Strongly Agree 35 23.33% 

Neutral 32 21.33% 

Strongly Disagree 29 19.33% 

Agree 28 18.67% 

Disagree 26 17.33% 

Total 150 100% 

 

Table 4.13 Price Opinion 
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Figure 4.13 Price Opinion 

Interpretation: 

Most respondents believe that organic food products are expensive compared to regular food products. High 

pricing remains one of the major barriers affecting consumer purchasing decisions. 

Q14. Do you believe organic food manufacturing is environmentally friendly? 

Opinion Respondents Percentage 

Strongly Disagree 34 22.67% 

Strongly Agree 32 21.33% 

Neutral 30 20.00% 

Agree 27 18.00% 

Disagree 27 18.00% 

Total 150 100% 

Table 4.14 Environmental Opinion 

 

 

 

 

 

 

 

 

 

Figure 4.14 Environmental Opinion 
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Interpretation: 

Many respondents agree that organic food manufacturing is environmentally friendly because it reduces the 

use of harmful chemicals and supports sustainable agricultural practices. 

Q15. What is the major challenge faced by organic food manufacturers? 

Challenges Respondents Percentage 

High Production Cost 38 25.33% 

Certification Issues 33 22.00% 

Lack of Consumer Awareness 29 19.33% 

Supply Chain Problems 26 17.33% 

High Competition 24 16.00% 

Total 150 100% 

 

Table 4.15 Manufacturing Challenges 

 

 

 

 

 

 

 

 

 

Figure 4.15 Manufacturing Challenges 

Interpretation: 

The majority of respondents identified high production cost as the major challenge faced by organic food 

manufacturers, followed by certification issues and lack of consumer awareness. 
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Q16. Do you think the organic food industry has strong future growth potential? 

Opinion Respondents Percentage 

Strongly Agree 34 22.67% 

Neutral 34 22.67% 

Strongly Disagree 30 20.00% 

Agree 29 19.33% 

Disagree 23 15.33% 

Total 150 100% 

 

Table 4.16 Industry Growth Potential 

 

 

 

 

 

 

 

 

 

Figure 4.16 Industry Growth Potential 

Interpretation: 

Most respondents believe that the organic food industry has strong future growth potential due to increasing 

health awareness and demand for chemical-free food products. 

Q17. Which factor influences your purchase decision the most? 

Factor Respondents Percentage 

Packaging 35 23.33% 

Availability 34 22.67% 

Quality 29 19.33% 

Brand Name 29 19.33% 

Price 23 15.33% 

Total 150 100% 

 

Table 4.17 Purchase Decision Factors 
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Figure 4.17 Purchase Decision Factors 

Interpretation: 

Packaging and availability are major factors influencing consumer purchasing decisions regarding organic 

food products. Consumers prefer products that are attractive, easily available, and trustworthy. 

Q18. Would you recommend organic food products to others? 

Response Respondents Percentage 

No 77 51.33% 

Yes 73 48.67% 

Total 150 100% 

Table 4.18 Recommendation Response 

 

 

 

 

 

 

 

 

 

Figure 4.18 Recommendation Response 
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Interpretation: 

The responses are nearly balanced regarding recommending organic food products to others. This indicates 

that while many consumers are satisfied, some still hesitate due to factors like price and availability. 

Q19. Are organic food products easily available in your area? 

Response Respondents Percentage 

Yes 80 53.33% 

No 70 46.67% 

Total 150 100% 

 

Table 4.19 Product Availability 

 

 

 

 

 

 

 

 

 

Figure 4.19 Product Availability 

Interpretation: 

More than half of the respondents stated that organic food products are available in their local area. This 

indicates improving market penetration and distribution of organic products. 
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Q20. Do you think government support is necessary for the growth of organic food manufacturing? 

Opinion Respondents Percentage 

Neutral 39 26.00% 

Strongly Disagree 35 23.33% 

Agree 30 20.00% 

Disagree 24 16.00% 

Strongly Agree 22 14.67% 

Total 150 100% 

 

Table 4.20 Government Support Opinion 

 

 

 

 

 

 

 

 

 

Figure 4.20 Government Support Opinion 

Interpretation: 

Many respondents believe that government support is necessary for the growth of organic food 

manufacturing. Financial assistance, subsidies, and awareness programs can help strengthen the organic 

food industry. 

● Hypothesis Testing 

Title: Relationship Between Consumer Awareness and Demand for Organic Food Products 

Step 1: Formulation of Hypothesis 

Null Hypothesis (H₀): 

There is no significant relationship between consumer awareness and demand for organic food products. 
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Alternative Hypothesis (H₁): 

There is a significant relationship between consumer awareness and demand for organic food products. 

Step 2: Selection of Statistical Tool 

For testing the hypothesis, the Chi-Square Test is used because both variables are categorical in nature. 

Step 3: Contingency Table 

Awareness vs Demand for Organic Food Products 

Consumer 

Awareness 

High 

Demand 
Low Demand Total 

Yes 91 27 118 

No 23 9 32 

Total 114 36 150 

Step 4: Expected Frequencies 

The expected frequency is calculated using the formula: 

E=(Row Total)(Column Total)Grand TotalE = \frac{(Row\ Total)(Column\ Total)}{Grand\ 

Total}E=Grand Total(Row Total)(Column Total) 

 

 

 

 

Step 5: Calculation of Chi-Square Value 

The Chi-Square formula is: 

χ2=∑(O−E)2E\chi^2 = \sum \frac{(O-E)^2}{E}χ2=∑E(O−E)2 

Where: 

O = Observed Frequency  

E = Expected Frequency  

 

Consumer Awareness High Demand Low Demand 

Yes 89.68 28.32 

No 24.32 7.68 
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Chi-Square Calculation Table 

O E (O−E)²/E 

91 89.68 0.019 

27 28.32 0.061 

23 24.32 0.072 

9 7.68 0.227 

 

Calculated Chi-Square Value: 

χ2=0.379\chi^2 = 0.379χ2=0.379 

Step 6: Degree of Freedom 

The degree of freedom is calculated using: 

df=(r−1)(c−1)df = (r-1)(c-1)df=(r−1)(c−1) 

Where: 

● r = Number of rows  

● c = Number of columns  

Therefore: 

df = (2−1)(2−1) = 1 

Step 7: Decision Rule 

At 5% level of significance: 

● Calculated Chi-Square Value = 0.379  

● Table Value at df = 1 = 3.84  

Since the calculated value is less than the table value: 

0.379 < 3.84 
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Step 8: Conclusion 

The calculated Chi-Square value is less than the table value at 5% level of significance. Therefore, the Null 

Hypothesis (H₀) is accepted and the Alternative Hypothesis (H₁) is rejected. 

Final Conclusion: 

There is no significant relationship between consumer awareness and demand for organic food products. 

CHAPTER V 

RESULTS / FINDINGS AND SUGGESTIONS 

5.1 Findings of the Study 

● The majority of respondents belong to the age group of 21–30 years, indicating that young consumers are 

more interested in organic food products.  

● Male respondents participated more actively in the survey compared to female respondents.  

● Most respondents are graduates and postgraduates, which shows that educated consumers are more aware 

of organic food products.  

● Homemakers and students form a significant portion of consumers interested in organic food products.  

● Most respondents belong to middle-income groups, indicating that organic food products are mainly 

preferred by middle-class consumers.  

● A large majority of respondents are aware of organic food products and their health benefits.  

● Most consumers purchase organic food products occasionally rather than regularly.  

● Organic fruits and vegetables are the most preferred products among consumers.  

● Health benefits are the primary reason for purchasing organic food products.  

● Television and media are major sources of information regarding organic food products.  

● Many respondents believe that organic food products are healthier than regular food products.  

● Consumer satisfaction regarding organic food products is moderate and varies among respondents.  

● High prices are considered a major drawback of organic food products.  
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● Consumers believe that organic food manufacturing supports environmental sustainability.  

● High production cost is the biggest challenge faced by organic food manufacturers.  

● Certification issues and lack of awareness also create difficulties for manufacturers.  

● Packaging and availability significantly influence consumer purchasing decisions.  

● The availability of organic food products in local markets is gradually increasing.  

● Most respondents believe that the organic food industry has strong future growth potential.  

● Respondents believe that government support is necessary for the growth of the organic food 

manufacturing industry.  

5.2 Suggestions 

● Organic food manufacturers should focus on reducing production costs in order to make products 

affordable for consumers.  

● Awareness programs and promotional campaigns should be conducted to educate consumers about the 

benefits of organic food products.  

● Government should provide financial assistance, subsidies, and tax benefits to organic food manufacturers 

and farmers.  

● Manufacturers should improve packaging, branding, and labeling to attract more consumers.  

● Distribution channels should be strengthened to improve product availability in rural and urban markets.  

● Simplification of organic certification procedures can encourage more manufacturers to enter the organic 

food industry.  

● Manufacturers should adopt modern technologies and efficient production methods to improve 

productivity and reduce wastage.  

● Retailers and e-commerce platforms should increase the availability of organic food products.  

● More research and development activities should be conducted to improve organic food manufacturing 

practices.  
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● Educational institutions and health organizations should promote awareness regarding healthy food habits 

and organic products.  

5.3 Conclusion 

The study titled “A Study on Manufacturing Organic Food Products” reveals that the organic food industry is 

growing rapidly due to increasing consumer awareness regarding health, nutrition, and environmental 

sustainability. 

Consumers are becoming more conscious about chemical-free and healthy food products, which has increased 

the demand for organic food products in the market. Organic fruits, vegetables, grains, and dairy products are 

widely preferred by consumers because of their health benefits and better quality. 

The study also reveals that organic food manufacturers face several challenges such as high production costs, 

certification issues, supply chain problems, and lack of consumer awareness. Despite these challenges, the 

future of the organic food industry appears highly promising due to rising demand, changing lifestyles, and 

government support. 

Organic food manufacturing not only contributes to better health but also supports environmental protection 

and sustainable agricultural practices. Therefore, the organic food sector has significant opportunities for 

future growth and development in India. 

CHAPTER VI 

DISCUSSION 

6.1 Introduction 

This chapter presents a detailed discussion of the findings obtained from the analysis of data collected from 

respondents regarding organic food products. The discussion is based on the objectives of the study, 

hypothesis testing, and findings derived from Chapter IV. 

The purpose of this chapter is to interpret the findings in relation to previous studies and understand the 

implications of the results on the organic food manufacturing industry. 

6.2 Discussion on Consumer Awareness 

The study reveals that a large majority of respondents are aware of organic food products. Increasing health 

consciousness, media advertisements, and social awareness have played an important role in improving 

consumer knowledge regarding organic products. 

The findings indicate that educated consumers are more aware of the benefits of organic food products. Young 

consumers, especially those belonging to the 21–30 years age group, show greater interest in healthy and 

chemical-free food products. 
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This finding supports previous studies which stated that awareness regarding health and nutrition significantly 

influences consumer purchasing behavior toward organic food products. 

6.3 Discussion on Consumer Preference 

The study indicates that consumers mainly prefer organic fruits, vegetables, grains, and pulses because they 

believe these products are healthier and safer than conventional food products. 

Health benefits were identified as the most important factor influencing consumer purchasing decisions. 

Consumers are becoming more concerned about food quality, nutritional value, and the harmful effects of 

chemical pesticides used in conventional farming. 

The findings also show that many consumers purchase organic food products occasionally rather than 

regularly because of high prices and limited availability. 

6.4 Discussion on Manufacturing Challenges 

The study identified several challenges faced by organic food manufacturers. High production cost was found 

to be the biggest challenge in the manufacturing of organic food products. 

Organic farming and manufacturing require: 

● Natural fertilizers  

● Organic certification  

● Special processing methods  

● Better storage facilities  

These factors increase the overall cost of production. 

Certification procedures were also identified as a major challenge. Small manufacturers often face difficulties 

in obtaining organic certification because the process is expensive and time-consuming. 

Supply chain and distribution problems also affect the availability of organic products in local markets. 

6.5 Discussion on Pricing of Organic Food Products 

The majority of respondents believe that organic food products are expensive compared to regular food 

products. High prices reduce regular consumption among middle and lower-income consumers. 

The higher price of organic food products is mainly due to: 

● High production cost  
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● Low-scale production  

● Certification expenses  

● Transportation and storage costs  

Despite high prices, consumers are willing to pay more for products that provide better health benefits and 

quality. 

6.6 Discussion on Environmental Sustainability 

The study shows that consumers believe organic food manufacturing is environmentally friendly. Organic 

farming practices reduce soil pollution, water contamination, and harmful chemical usage. 

Organic food manufacturing supports: 

● Sustainable agriculture  

● Soil fertility improvement  

● Biodiversity conservation  

● Reduction in environmental pollution  

The findings indicate that environmental concerns are becoming an important factor influencing consumer 

attitudes toward organic products. 

6.7 Discussion on Growth Opportunities 

The research findings indicate that the organic food industry has strong future growth potential in India. 

Factors contributing to industry growth include: 

● Increasing health awareness  

● Rising disposable income  

● Urbanization  

● Growth of online food markets  

● Government support for organic farming  

Consumers are gradually shifting toward healthy lifestyle choices, which creates significant opportunities for 

organic food manufacturers and retailers. 

The demand for organic products is expected to increase further in domestic as well as international markets. 
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6.8 Discussion on Hypothesis Testing 

The Chi-Square Test was applied to examine the relationship between consumer awareness and demand for 

organic food products. 

The calculated Chi-Square value was lower than the table value at a 5% level of significance. Therefore, the 

Null Hypothesis (H₀) was accepted. 

This indicates that there is no statistically significant relationship between consumer awareness and demand 

for organic food products in the present study. 

Although awareness regarding organic products is increasing, factors such as high prices, limited availability, 

and purchasing capacity continue to influence consumer demand. 

6.9 Overall Discussion 

The study highlights that the organic food manufacturing industry is growing steadily due to increasing 

consumer interest in healthy and eco-friendly products. 

Consumers are becoming more conscious regarding food safety and nutritional quality. However, 

manufacturers continue to face operational and financial challenges that affect production and market 

expansion. 

The study also indicates that proper marketing strategies, government support, improved distribution systems, 

and awareness campaigns can significantly contribute to the growth of the organic food industry. 

6.10 Conclusion of Discussion 

The discussion clearly indicates that organic food manufacturing has strong future potential in India. The 

industry plays an important role in promoting health, environmental sustainability, and economic 

development. 

Although several challenges exist, increasing consumer awareness and changing lifestyles are creating 

favorable conditions for the growth of organic food products. Proper support from government, manufacturers, 

and consumers can help strengthen the organic food manufacturing sector in the coming years. 
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Annexure 

Questionnaire 

Topic: “A Study on Manufacturing Organic Food Products” 

Q1. Age Group 

☐ Below 20 Years 

☐ 21–30 Years 

☐ 31–40 Years 

☐ 41–50 Years 

☐ Above 50 Years 

Q2. Gender 

☐ Male 

☐ Female 

Q3. Educational Qualification 

☐ HSC 

☐ Graduate 

☐ Post Graduate 

☐ Others 

Q4. Occupation 

☐ Student 

☐ Business 

☐ Service 

☐ Homemaker 
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☐ Others 

Q5. Monthly Income 

☐ Below ₹20,000 

☐ ₹20,001 – ₹40,000 

☐ ₹40,001 – ₹60,000 

☐ Above ₹60,000 

Q6. Are you aware of organic food products? 

☐ Yes 

☐ No 

Q7. How often do you purchase organic food products? 

☐ Regularly 

☐ Occasionally 

☐ Rarely 

☐ Never 

Q8. Which type of organic food products do you prefer the most? 

☐ Fruits and Vegetables 

☐ Grains and Pulses 

☐ Dairy Products 

☐ Packaged Organic Foods 

☐ Others 

Q9. What is the main reason for purchasing organic food products? 

☐ Health Benefits 

☐ Better Quality 

☐ Environmental Concern 

☐ Trend and Lifestyle 

☐ Others 
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Q10. From where do you get information about organic food products? 

☐ Social Media 

☐ Television 

☐ Newspapers/Magazines 

☐ Friends and Family 

☐ Others 

Q11. Are organic food products healthier than regular food products? 

☐ Strongly Agree 

☐ Agree 

☐ Neutral 

☐ Disagree 

☐ Strongly Disagree 

Q12. Are you satisfied with the quality of organic food products? 

☐ Highly Satisfied 

☐ Satisfied 

☐ Neutral 

☐ Dissatisfied 

☐ Highly Dissatisfied 

Q13. Do you think organic food products are expensive? 

☐ Strongly Agree 

☐ Agree 

☐ Neutral 

☐ Disagree 

☐ Strongly Disagree 
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Q14. Do you believe organic food manufacturing is environmentally friendly? 

☐ Strongly Agree 

☐ Agree 

☐ Neutral 

☐ Disagree 

☐ Strongly Disagree 

Q15. What is the major challenge faced by organic food manufacturers? 

☐ High Production Cost 

☐ Certification Issues 

☐ Lack of Consumer Awareness 

☐ Supply Chain Problems 

☐ High Competition 

Q16. Do you think the organic food industry has strong future growth potential? 

☐ Strongly Agree 

☐ Agree 

☐ Neutral 

☐ Disagree 

☐ Strongly Disagree 

Q17. Which factor influences your purchase decision the most? 

☐ Price 

☐ Quality 

☐ Brand Name 

☐ Availability 

☐ Packaging 
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Q18. Would you recommend organic food products to others? 

☐ Yes 

☐ No 

Q19. Are organic food products easily available in your area? 

☐ Yes 

☐ No 

Q20. Do you think government support is necessary for the growth of organic food manufacturing? 

☐ Strongly Agree 

☐ Agree 

☐ Neutral 

☐ Disagree 

☐ Strongly Disagree 


